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ソーシャルメディアの共感が購買行動に及ぼす影響??
――ソーシャルメディア利用度と口コミ経験からの検討――
泉 水 清 志??
The Influence of Social Media Sympathy
 
on Purchasing Behavior:
Examination Based on Utilization and Experience
 





Looking at the modern consumer behaviors,the utilization and experience
 
of word-of-mouth communication on social media greatly influence decision-
making and behaviors,and the sympathy from others on social media affects
 
moods and satisfactions. The purpose of this study is to examine how utilizing
 
and experiencing word-of-mouth communication on social media influence
 
purchasing behaviors,moods and satisfactions of consumers. The subjects of
 
this study were 177university students, and they used a smartphone in this
 
experiment. The results show that people who did not use social media very
 
much and those who used it well elevated purchasing behaviors, activated
 
positive moods, and heightened satisfactions. The results also show that
 
people who used word-of-mouth communication on social media to some extent
 
aroused positive moods and enhanced satisfactions. It is reasonable to sup-
pose that the information gathering and opinion delivery practices regarding
 
brands and commodities,as well as the sympathy from others on social media
 
influence them. This study suggests that the process of SIPS promotes pur-
chasing behaviors, and brings about further behaviors in the modern social
 
media era.














































































































































































































































































たいへんよく使う 3.88（1.71) 3.92（1.86) 3.90（1.78)
よく使う 3.97（1.43) 3.82（1.59) 3.90（1.51)
ソーシャルメ
ディア利用
ときどき使う 3.50（1.60) 3.38（1.50) 3.44（1.54)
あまり使わない 4.61（1.47) 4.79（1.40) 4.70（1.41)
まったく使わない 3.23（1.37) 3.10（1.58) 3.16（1.46)
























高 3.76（1.48) 3.97（1.74) 3.83（1.57)
口コミ経験 低 3.67（1.59) 3.98（1.84) 3.77（1.68)
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